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ABSTRACT 
 
The study describes the possibilities of utilization of social media from the Pirkanmaan 
Senioripalvelut Oy’s point of view. The organization has a Facebook profile but there has 
roused a question about utilization of other social media channels, too. The 
management and manager enable the use of social media. Therefore, the manager of 
the organization was interviewed in order to find out expectations towards social media. 
The goal of the use of social media is beside to create a positive image, to construct the 
sense of community. The target of the study is to introduce viable social media channels 
for this purpose. The data concerning the social media channels was gathered from 
books and manuals. Also, an expert and trainer of social media and ICT education were 
interviewed.  
 
The organization named aged people and their nearest to be their most important target 
group. Aged people have several special features which are needed to take into account 
when thinking them as social media users. Aged people wish to have teaching rather 
than learning and finding the features of the interfaces or equipment by themselves. 
Aged people prefer clear text and visualization.  
 
Organization’s aims for the utilization of social media are to construct a positive image, 
to construct commitment and to develop the sense of community. A manager of the 
organization was interviewed to find out what the sense of community means at the 
organization. The interview confirmed that the sense of community means common 
agreements, doing together, the sense of safety and confidence and networking. The 
constructing of the sense of community is a development process and it develops by 
involvement, communication, commitment and doing together. The study pointed out 
that the most viable social media channels for the organization may be Facebook, blog, 
Instagram, Pinterest and Youtube. The study does not propose any specific channel or 
way to act. It is better that the alternatives are discussed in the company and decision 
made together. It constructs the sense of community.  
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TIIVISTELMÄ 
Työn tavoitteena on selvittää, miten sosiaalista mediaa voitaisiin käyttää hyväksi 
Pirkanmaan Senioripalvelut Oy:ssä. Organisaatiolla on Facebook profiili, mutta viime 
aikoina on noussut esille se, voitaisiinko myös muita sosiaalisen median kanavia käyttää 
hyväksi. Sosiaalisen median käytön tavoitteena organisaatiossa on paitsi luoda 
positiivista imagoa, myös rakentaa yhteisöllisyyttä. Työn tavoitteena on esitellä näihin 
tarkoituksiin sopivia mahdollisia sosiaalisen median kanavia. Johtaminen ja johtaja 
mahdollistavat sosiaalisen median käytön organisaatiossa, ja siksi on haasteltu 
organisaation johtajaa. Tavoitteena on selvittää odotukset sosiaaliselta medialta. Aineisto 
sosiaalisen median kanavista on saatu kirjoista ja käyttöohjeista. Sosiaalisen median ja 
ICT -koulutuksen asiantuntijaa on myös haastateltu.  
 
Organisaatio nimesi ikääntyvät ja heidän läheisensä tärkeimmäksi kohderyhmäkseen. 
Ikääntyvillä on tiettyjä erityispiirteitä, mitkä pitää ottaa huomioon, kun ajatellaan heitä 
sosiaalisen median käyttäjinä. Ikääntyvät toivovat opastusta ja opettamista mieluummin 
kuin itse opettelevat tai etsivät käyttöliittymien tai laitteiden ominaispiirteitä. Ikääntyvät 
myös toivovat visuaalista ja selkeää sisältöä. 
 
Organisaation tavoitteena sosiaalisen median hyväksikäytölle on rakentaa positiivista 
mielikuvaa, rakentaa sitoutumista ja yhteisöllisyyttä. Organisaation johtaja on haasteltu, 
jotta saadaan selville, mitä yhteisöllisyys merkitsee organisaatiossa. Haastattelu vahvisti, 
että yhteisöllisyys tarkoittaa yhteisiä sopimuksia, yhdessä tekemistä, turvallisuuden 
tuntemista ja verkostoitumista. Yhteisöllisen rakentaminen on kehittymisprosessi, joka 
rakentuu osallistumisen, kommunikaation, sitoutumisen ja yhdessä tekemisen kautta. 
Työ osoitti, että käyttökelpoisia sosiaalisen median kanavia organisaatiolle voisvivat olla 
Facebook, blogi, Instagram, Pinterest ja Youtube. Työ esittelee myös joitakin muita 
sosiaalisen median kanavia ja antaa ideoita niiden käyttämiseen. Työ ei kuitenkaan 
ehdota mitään tiettyä sosiaalisen median kanavaa tai tapaa käyttäytyä sosiaalisessa 
mediassa. On parempi, että vaihtoehdosta keskustellaan organisaatiossa ja päätös 
tehdään yhdessä. Tämä edistää yhteisöllisyyttä.  
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1 INTRODUCTION 
According to Statistics Finland (Suomen virallinen tilasto SVT), in Finland 88 
percent of people aged 16-89 use the internet. All people under 55 years 
use the Internet. And, 73 percent of people aged 16-89 use the internet 
several times during a day. LähiVerkko project has researched the use of 
social media among over 60 years old people in Finland. The research 
pointed out that over 90 percent of people who uses the internet has used 
some social media channel. The most used service is Facebook; 74 percent 
have used it. (Eläkeliiton ja Ehkäisevä päihdetyö EHYT ry 2017.) 
 
Studies concerning social media are mostly done from the marketing and 
sales or image and brand building point of views. And, studies concerning 
the sense of community are mostly from the nursery or social support point 
of views. Whereas, studies regarding how to build up the sense of 
community when utilizing social media are quite difficult to find. The sense 
of community means the sense of belonging together, commitment and 
entitlement. It creates emotional safety and confidence. Thus, it constructs 
quality of life and well-being. Hence, the sense of community is a significant 
factor.  
 
The study was conducted as a desk study and interviews. The purpose of 
the first interview was to define what the sense of community means to 
Pirkanmaan Senioripalvelut Oy, and how is it felt. A purpose was also to 
study facts and worries towards social media; to define the starting point of 
utilizing of social media at Pirkanmaan Senioripalvelut Oy. The goal of the 
study is to suggest viable social media channels. Management and the 
actions of managers are essentials factors in the sense of community, 
therefore interviews and discussions are addressed to a manager at 
Pirkanmaan Senioripalvelyt Oy. A social media Expert was also interviewed 
in order to find out the most common channels of social media and their 
features and hints for the use. 
 
Questions to be answered are 
 What kinds of social media channels are there? 
 How to define the sense of community at Pirkanmaan Senioripalvelu 
Oy? 
 How can Pirkanmaan Senioripalvelut Oy utilize social media while 
creating the sense of community among employees, customers, and 
other stakeholders? 
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The aims of the study are 
 to define the concept of the sense of community at Pirkanmaan 
Senioripalvelut Oy 
 to introduce viable social media channels for Pirkanmaan 
Senioripalvelut Oy. 
 
Pirkanmaan Senioripalvelut Oy has three service units for aged people in 
Tampere. They provide housing services, home care, and day care center 
services. Pirkanmaan Senioripalvelut Oy has a Facebook profile, but lately, 
there have been discussions how to utilize also other social media channels. 
Because Social Media has broken into our everyday lives, the issue is topical 
and relevant. More than before services are looked from social media and 
provided via social media. Both professional and personal networks are 
created via social media. Besides to create their activities better known and 
to create networks Pirkanmaan Senioripavelut Oy wants to provide the 
sense of community to their customers, to the nearest of customers, and to 
other stakeholders using social media. During the study, it appeared that 
there are a huge number of other stakeholder groups. It is impossible to 
take all of them into consideration deeply. Thus, generalizations are made, 
and the study outlined other stakeholder groups concentrating on the aged 
people and their nearest.  
 
Chapter two introduces frameworks used in this study. Terms networks, 
networking, community and sense of community, and their differences are 
introduced. Accompanied by the use of the internet, there has risen terms 
“virtual community” and “the sense of virtual community”. The definitions 
of them are introduced in chapter two. Also, social media, its channels, 
benefits of social media, and factors which lead succession, as well as the 
role of management in this process are discussed shortly. 
 
Chapter three describes the context of the study and used study methods. 
The study was conducted as a qualitative research. Data was gathered using 
printed literature and interviews. The aim of the study is to find out how to 
utilize social media and how to create the sense of community using social 
media. Outlines for study questions are introduced in chapter three. There 
is so huge number of stakeholder groups that is was essential to do outlines 
and some generalizations.   
 
Chapter four introduces results which were found during the study. The 
chapter describes aged people as information technology users, and what is 
essential to take into account when providing social media services for aged 
people. There were two interviews. The first interview was concerning 
Pirkanmaan Senioripalvelut Oy’s present use of social media and their 
expectations for use in the future. Also, a purpose was to find out what kind 
of opinions and expectations they have concerning the sense of community. 
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Another interview was concerning social media channels in general, their 
features and ways of use. The interviewee had a lot of practical examples of 
the use of social media, and they are narrated in the chapter using 
“interviewee’s own voice”, using actual phrases. Suggestions for the 
utilization of social media channels with examples are recounted 
Chapter five discusses the validity and reliability of the study and the 
meaning of the study for the organization. The study concentrates on the 
organization and management point of views. Thus, the study is not a 
complete review of the sense of community in the organization. 
Consequently, some further study topics are introduced. Chapter six 
summarizes aims of the study, and how they are achieved, gives an 
overview of the study process and the found results. 
2  FRAMEWORK 
The study considers utilization of social media at an organization which 
provides services for aged people. Utilization of social media is considered 
especially from Lähitori of the organization point of view (later: Service 
Center). The Service Center is like “a living room” for the people living 
nearby. One purpose of utilizing social media is to create the sense of 
community inside the organization but also among the organization and its 
stakeholders. Therefore, in the following chapters, networks and 
networking, the concepts of community, the sense of community and the 
sense of virtual community are introduced. In addition, social media and its 
most common channels are introduced shortly. 
2.1 Networks and networking 
Networks and networking have to be mentioned when talking about social 
media. There are several social media channels which aim is to network and 
networking. However, it is remarkable to remember that networks are not 
the same as a community, as introduced in the following chapters. 
 
Width, density, the strength of bonds, the similarity of members and 
geographic disintegration are the features of a network. Tide networks, 
where members are familiar with each other, provide support to the 
identity of individuals. On the other hand, they may prevent change. Wide 
networks are efficient to spread information. Networks do not force 
communication but make it possible. The members of the network could 
rely on each other. On the network, people have a purpose or a goal to 
communicate. (Kopakkala 2011, 31.) 
 
Behind the sociality is the need of connection. People desire connections to 
each other, because it increases the feeling of safety, decrease uncertainty 
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and give information and guidance. Interaction in a group is based on 
sharing information, exchanging information, making and achieving goals 
and exchange emotions. The relationship can be either socio-emotional or 
task oriented. (Suoninen, Pirttilä-Backman, Lahikainen & Ahokas 2010, 143-
193.) 
2.2  Community 
Communities and the sense of community are the research subject of social 
science. Tönnes and Durkheim are classical sociologists. They influenced on 
1900-century when industrial era began. Their ideas and theories are 
classical, and therefore cannot be passed when defining terms “community” 
and “the sense of community”. Ferdinand Tönnes was as German sociologist 
and philosopher who introduced terms “Gemeinschaft-Gesellschaft”, they 
could be translated as “Community-Society”. Tönnes introduced that there 
are two types of connection (how individuals are connected to groups); 
community and society. Community means voluntarily and feeling based 
connections. While, society is more like family, village or other society-
based connections. (Erola & Räsänen 2014.) Emile Durkheim (1968) was 
French sociologist who introduced two dimensions concerning communities 
and the sense of community: integration and norms. Integration means 
individual's coherent feelings. Norms are facts that regulate individual's 
actions. 
 
However, communities and the sense of community can be seen quite 
differently at twenty-first century than on 1900's. Sociology is primarily 
interested in communities which live in modern societies and is interested 
their normality, cultural and social structures. Society can be seen as a 
multi-level phenomenon, and individuals can be seen both as a member of 
society and as a member of communities. Sociology is an empirical science 
and based on observation. Though earlier Finnish sociologists were tended 
to submit their articles based on theory rather than on an empirical frame. 
Articles based on empirical aspect has been published mostly in the twenty-
first century. Erola and Räsänen (2014) defined micro-sociology to be a 
phenomenon which is happening only to some people or phenomenon 
which is viewed through in each individual case. Sociological imagination is 
based originally on C. Wright Mills thoughts. According to Erola and 
Räsänen, sociological imagination means an ability to understand the 
conventional and everyday phenomenon as specific and social. The aim of 
sociology is to form ”middle-range theories”. It means aim to understand 
mechanisms and to form explanations which are on somewhere between 
an individual case and a common theory. Thus, the explanation can be 
applied to several cases even though it cannot explain all human behavior. 
(Erola & Räsänen 2014.) 
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Sociological thinking includes questions about how communities are formed 
and what keep them coherent or questions about how the performance of 
individuals impact to communities. Sociology makes invisible what kind of 
common social relationships and connections are linked to experiences. 
Sociology studies everything which is related to the actions of human 
communication. It is finding regularity and making generalizations.  
Sociology studies and sees problems practically and can help to find new 
kinds of ways to think and act. An action could be seen as social when 
people take into consideration actions of others and others’ means of 
action. Micro-sociology studies one-to-one communication, individuals, 
groups and people's everyday life. People have presumptions and they 
assume that others share these presumptions. It means that in a 
communication situation we are prepared to face a certain type of action or 
communication. It is based on an assumption that communication has 
certain norms and rules. (Saaristo & Jokinen 2004, 14-58.) 
 
Post-traditional community means that individual can decide himself if he 
wanted to belong to the community. Also, individual does not put all his 
personality into the community and can get rid of from the community if 
wanted. (Saaristo & Jokinen 2004, 66.) This kind of commitment is called as 
an agreement-based communication (Lehtonen 1990, 107). The sense of 
community is symbolic and based on voluntary and ideological persuasion. 
The sense of community is a positive choice; individuals have subjective 
reasons to seek community. (Lehtonen 1990, 161-243.) The intention of 
sociology is to understand how social action is going on and how it effects 
(Saaristo & Jokinen 2004, 67). Within a modern society, individuals have an 
opportunity to choose their communities quite freely and decide 
themselves how active to be, how much power the community has. 
Reciprocally, individuals expect to have some efforts from the community. 
(Kopakkala 2011, 31.) 
 
A research in the USA studied how diverse US communities described 
community within the public health. The results were published American 
Journal of Public Health and the research presented following: “a common 
definition of community emerged as a group of people with diverse 
characteristics who are linked by social ties, share common perspectives, 
and engage in joint action in geographical locations or settings” (MacQueen, 
McLellan, Metzger, Kegeles, Strauss, Scotti, Blanchard & Trotter 2001, 1929). 
 
When a community is examined from the empirical point of view, it is 
commonly introduced as a solitary small group and thus as an individual 
case. However, a community can be defined in several ways, and commonly 
community can be defined as any group. Thus, a community can be any kind 
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and any size of a group which has some kind of interaction. Though, from 
the studying point of view, this definition is too general. (Lehtonen 1990, 
14-15.) 
 
Commonly, according to Cambridge Dictionary (n.d.), the concept of 
Community is “the people living in one particular area or people who are 
considered as a unit because of their common interest, social group, or 
nationalist”, but this quite a narrow definition from a research point of view.  
 
It is essential to define what community means for example at a certain 
organization before to consider what the sense of community means. Table 
one summarizes definitions of a community introduced in previous 
paragraphs.  
 
Table 1. The definitions of a community according to some authors.  
 
Author Features and/or factors of a 
community 
Erola & Räsänen (2014) Tönnes  Voluntarily, feeling-based 
connections 
Emile Durkheim (1968) Integration (coherent feelings), 
norms and facts (regulate 
individual's actions) 
Lehtonen (1990) Any kind and any size of a group,  
which have some kind of 
interaction, agreement-based 
MacQueen et al. (2001) People of diverse characteristics, 
people are linked by social ties, 
share common perspectives, 
engage in joint actions 
Saaristo and Jokinen (2004) People have presumptions, 
norms and rules, individuals can 
get rid of from the community if 
wanted 
Kopakkala (2011) Individuals have an opportunity 
to choose freely their 
communities, and how much 
effort to put 
Cambridge Dictionary (n.d.) People living in one particular 
area or people who are 
considered as a unit, common 
interest, social group, or 
nationalist 
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2.3  The sense of Community (SOC) 
McMillan and Chavis (1986) developed the original concept of sense of 
community: “Sense of community is a feeling that members have belonging, 
a feeling that members matter to each another and to the group, and a 
shared faith that members' need will be met through their commitment to 
be together.” McMillan has extended the principles later and introduced his 
revision on Journal of Community Psychology in 1996. According McMillan 
(1996) spirit is the first element on the sense of community. On the original 
model, it has labelled as membership and referred sense of belonging to a 
certain group. It creates the “us” spirit. Collective experiences create a 
sense of belonging. The sense of community enhances a member's 
confidence, creates the sense of entitlement, and build up loyalty to the 
group. Members feel emotional safety and sense of belonging. Member of a 
group has the feeling of being supported by others, and a member has the 
feeling of the fulfilment of their needs. 
 
Peterson, Speer, and McMillan (2008) have introduced the sense of 
community (SOC) to be as “fundamental human phenomenon of collective 
experience”. They continue: “Sense of community, often referred to as the 
psychological sense of community, has been predominantly associated with 
the McMillan and Chavis model”. Peterson et al. developed a brief measure 
of SOC. Their research provided an empirical support for the model of 
McMillan and Chavis. They presented that the sense of community is 
constructed from needs to fulfilled, group membership, influence, and 
emotional connection. 
 
Haarni (2010) studied actions of retirees at the face-to-face community 
outside a home. As the result, she pointed out that the reasons for 
participating were a need to have meaningful action and to have a timing of 
the day. It was important that there was a certain place near home where to 
go. Thus, there was “the community of acting” and “the community of 
meeting place”. Different communities were constructed differently, and 
they have different interests, but all the communities have a huge meaning 
to the members. Communities provide the opportunity of belonging, 
sharing of thoughts and experiences. An essential feature of belonging and 
action was voluntariness. Haarni also discussed different roles of 
participation. She pointed out that a member could be “on an edge”, “in a 
row”, in the middle” or “on a charge” depending on the activity and 
intensity of the participation. For some members, it was enough to listen or 
to participate occasionally, while some prefer more density and deeper 
participation. Commonly, members called the sense of community as 
“acquaintanceship”, which has looser bounds than “friendship”. Loose 
bounds also allow changes and movements inside the community. 
Participants may change, but the sense of community is guaranteed with 
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stable practices and norms. According to Haarni’s research, the sense of 
community creates and maintains well-being. 
 
On their systematic literature review study, Hellsten and Olkkonen (2014) 
have researched what is the communal sense among the elderly and how it 
could be increased. As a result, they presented that the sense of community 
includes senses of solidarity, social relationship, and participation. The 
elderly have the need to be a part of a community and to be socially 
accepted. A voluntary participation and mutual interaction between the 
elderly creates trust and makes it possible to have a sense of community. 
Hellsten and Olkkonen argued that by providing organized activities and 
access to social relations, the sense of community is increased easily. Still, it 
is important that elderly people are motivated to participate. 
 
Hyyppä (2005) has researched the community of Finnish Swedes. He 
introduced terms “the spirit of a community” and “us” spirit while referring 
to the sense of community. Hyyppä also referred to “the competence of 
community” and “social capital” terms. Hyyppä argued that the sense of 
community among Finnish Swedes effect directly to well-being and healthy 
living. Social Capital means the feeling of belonging together and the feeling 
of mutual trust. The “us” spirit is developing through trust and interaction. 
And vice versa, trust and interaction require “us”-spirit. 
 
Manka, Kaikkonen, and Nuutinen (2007) have discussed factors which form 
the sense of community at a workplace. They have divided them into two: 
management factors and workplace community factors. They remind that 
everyone is responsible for the constructing and developing of the sense of 
community. Jaakkola (2014) has argued that management has a huge 
impact on the creation of “us” spirit. Jaakkola studied how it is possible to 
achieve the sense of community and the experiences of the sense of 
community among aged people. According to Jaakkola's study (2015), “us” 
feeling means belonging voluntarily to a group which does activities 
together and share the feeling of acceptance with the perception of being 
heard.  
 
Leppänen (2015) studied how management can develop workplace 
community at nursing and care services. She studied which factors allow the 
development of the community and which hinder its development. The aim 
of the study was to find out ways and methods to increase the sense of 
community especially from leadership and management point of views. As a 
conclusion Leppänen pointed out five themes: action is based on common 
values and goals, the development of cooperation, motivation and 
commitment, and given responsibly. Though Leppänen pointed out the 
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importance of leadership and management she also discussed the 
importance of everyone's commitment to developing the sense of 
community. Leppänen argued that methods to develop the sense of 
community at work are similar to the development of well-being commonly. 
 
The construction of the sense of community is a development process. The 
process starts from doing alone as an individual and leads to the culture of 
doing together and to sharing. Ahonen and Näsi (2013) have described the 
process as going up of the stairs of the sense of community. The process 
begins from doing as an individual, but with involvement, doing together 
and with a commitment, the sense of community will be constructed. 
Figure one describes the development of the sense of community, modified 
from the model of Ahonen and Näsi. 
 
Figure 1. The steps of the sense of community -model. Adapted from the model of 
Ahonen and Näsi (2013) 
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Juholin (2017) has discussed that stakeholders need to have communication 
channels which construct the sense of community. She presented a model 
of strategic stakeholder communication. Juholin argued that 
 in order to understand the strategy and authorization of the 
organization, managed and open communication and discussion is 
needed 
 in order to be in real-time and to know why things are done as they 
are, clear information and facts are needed 
 in order to commit and to feel belonging, stakeholders need to have 
communication which constructs the sense of community 
  in order to create ways of communication and influence, a dialogue 
is needed. 
 
Managed communication and discussion means all kinds of discussions or 
hearings where the opinions or ideas of stakeholders can be heard. They 
can be for example one-to-one discussions, group discussions, seminars, 
questionnaires or any kind of communication via the internet. Juholin has 
discussed that there are several opportunities for providing information. 
She pointed out the importance of knowing what forums target group uses. 
Constructing the sense of community could be done in any kinds of 
occasions or events where people could get to know each other. Creating 
dialogue means that an organization needs to create ways and 
opportunities for stakeholders to communicate and influence. Mutual 
dialogues create understanding and commitment. (Juholin 2017, 147-150.) 
 
Juholin's strategic stakeholder communication model lay on a foundation 
for a presence and a way of communicating in social media. Social media 
enables the needed communication via its different channels. Then, face-to-
face communication deepens and strengthens communication and 
commitment. Social media is a fast and cost-effective way to provide 
information and facts. There is a possibility to communicate either formal or 
informal way, depending on the purpose. It is a way of mutual listen and 
influence. Thus, social media has factors to enable the development of the 
sense of community. 
 
Kurki (2006) discussed socio-cultural inspiring, sensitiveness and motivation. 
She argued that without sensitizing and motivation there is no actual 
participation and construction of the sense of community. And further, a 
true community is based on common interests and values. Anyway, Kurki 
reminds that individuals must not forget. The sense of community requires 
dialogues, solidarity, openness, renewable, and same time stability.  The 
construction of the sense of community is a process of development and 
growing. Sensitizing means ways of touching people’s consciousness and 
awareness. Motivation means waking up people’s awareness of issues 
which are important and valuable especially for him/her and leads to action. 
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In order to sensitize and motivate, it is important to start from where 
people are, and from their commonplaces.  
 
Table two summarizes the definitions of the sense of community introduced 
in previous paragraphs.  
 
Table 2. The definitions of the sense of community (SOC) according to some authors.  
 
Author Features and/or factors of the 
sense of community 
McMillan and Chavis (1986) Belonging, people matter to each 
other and to the group, shared 
faith, needs are met 
McMillan (1996) Spirit, collective experiences, the 
sense of belonging, mutual trust, 
confidence, entitlement, loyalty, 
safety, support, fulfilment of needs 
Hyyppä (2005) Us-spirit, affection to well-being 
and healthy 
Kurki (2006) Socio-cultural inspiring, sensitizing 
and motivation, participation, 
dialogues, solidarity, openness, 
renewable and same time stability 
Manka, Kaikkonen and Nuutinen 
(2007) 
The influence of management 
factors and workplace community 
factors 
Peterson, Speer and McMillan 
(2008) 
Collective experiences 
Haarni (2010) An opportunity of belonging, 
voluntariness, sharing of thoughts 
and experiences, influence, 
fulfilment of needs, emotional 
connection, group membership, 
different roles of participation 
Ahonen and Näsi (2013) A process of development (stairs of 
development) 
Hellsten and Olkkonen (2014) Solidarity, social relationship, social 
acceptance, participation 
Jaakkola (2014) Management impacts to the 
construction of us spirit 
Jaakkola (2015) Belonging voluntarily to a group, 
doing together, feeling of 
acceptance, being heard 
Leppänen 2015 Common values and goals, 
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development of cooperation, 
motivation, commitment, 
responsible 
Juholin 2017 Communication, managed 
discussion, creating dialogues, 
face-to-face communication 
deepens and strengthens the 
sense of community created in 
social media, understanding, 
commitment 
 
2.4  Virtual community and the sense of virtual community (SOVC) 
 
A personal or social relationship is a connection between two or more 
people, which follow certain forms. Parties are aware of the influence of 
each other’s thoughts, feelings, and behavior as well as the time aspect 
(past and future) of the relationship. Relationships are not necessary face-
to-face contacts but may be technically formed, i.e. virtual relationships. 
Increasing amount of digital communication equipment and increasing 
digital interaction has increased wider networks. Digital communication 
does not replace face-to-face interaction but is supplementary. Suoninen et 
al. discussed Internet-based interaction, e.g. communication via chat, and 
described such networking as a flock. Flock is spontaneously formed and 
self-organized networking form, in which relationship ties usually are looser 
than in a face-to-face group. (Suoninen et al. 2010, 73-141.) 
 
Research by Blanchard and Markus (2002) studied the sense of virtual 
community and how is it developing in a multiple newsgroup. The research 
suggested that the sense of community may exist in some virtual 
communities. Though, the sense of community is not guaranteed. The sense 
of virtual community (SOVC) may look quite similar to the sense of 
community at face-to-face-communities. The sense of virtual community 
arises from the set of interacting processes. As the sense of community, 
sense of virtual community occurs as the feeling of belonging to a group 
(membership), the feeling of benefit, and collective experiences. 
 
On his article at the International Review of Research in Open and Distance 
Learning, Rovai (2002) presented the idea that the sense of community 
could be built virtually as well as face-to-face. He argued that within the 
virtual community there may be the same features than in a face-to-face 
community; spirit, trust, interaction and common expectation. The same 
seven factors are essential both in a sense of community and in a sense of 
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virtual community; 1) transactional distance, 2) social presence, 3) social 
equality, 4) small group activities, 5) group facilitation, 6) teaching 
(managing) style and 7) community size. Thus, according to Rovai, the sense 
of virtual community is possible to create, but it may require more efforts 
and time than face-to-face. 
 
Castells (2010) discussed that there has been a shift from traditional mass 
media to a system horizontal communication networks organized around 
the Internet and wireless communication. He argued the new era of digital 
information processing has created a cultural dividing in two generations: 
“those born before the Internet Age (1969) and those who grew up being 
digital.” Castells argued that digital networking technologies allow endless 
expansion and reconfiguration of society (network society). According to 
Castells, a virtual community can be discussed as a community in a certain 
sense. Castells compromised that virtual communities do have social 
connections or interactions, but they do not use similarly interaction and 
communication ways as face-to-face communities. He also argued that 
bonds between individuals are weaker than in face-to-face communities. 
 
It has been studied, that the sense of virtual community is similar to the 
sense of community in face-to-face communities. They both include factors 
like membership, influence, fulfilment of needs and shared emotions. There 
still are some differences. On the virtual community members may 
participate anonymously. Thus, members do not necessarily know each 
other. There may be a high number of members on a virtual community, 
and thus bonds and influence may not be as strong. Therefore, according to 
Abfalter, Zaglia, and Mueller (2012), the sense of community and the sense 
of virtual community cannot be evaluated and measured in the same way. 
 
Oxford Living Dictionaries (n.d.a) defines virtual community shortly as 
“a community of people sharing a common interest, ideas, and feelings over 
the Internet”.  
 
Table three summarizes the definitions of the virtual community introduced 
in the previous paragraphs.  
 
Table 3. The definitions of the virtual community and the sense of virtual community 
according to some authors. 
 
Author Features and/or factors of the virtual 
community and the sense of virtual 
community   
Rovai (2002) Spirit, trust, interaction, common 
expectations, transactional distance, 
social presence, social equality, small 
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group activities, group facilitation, 
teaching (managing) style, 
community size, requires more effort 
and time than in face-to-face 
interaction 
Blanchard and Markus (2002) Interaction processes, feeling of 
belonging to a group, feeling of 
benefit, collective experiences, 
the sense of virtual community is not 
guaranteed 
Castells (2010) Interaction and communication, 
bonds weaker than in a face-to-face 
community 
Suoninen, Pirttilä-Backman, 
Lahikainen & Ahokas (2010) 
Supplementary to face-to-face 
interaction, wide networks, 
spontaneously formed and self-
organized flock networks have looser 
relationships than in face-to-face 
groups 
Abfalter, Zaglia and Mueller (2012) A high number of members -> cannot 
be evaluated and measured in the 
same way as the sense of community 
Oxford Living Dictionary (n.d.) Shared common interest, ideas, and 
feelings over the Internet 
 
 
2.5  Social media 
Social media has also been called “community media”. Social media can be 
used to find and gather information, communication or marketing. Further, 
social media can be used for publishing, sharing and/or updating contents. 
Via social media, a user can discuss and create networks. Thus, social media 
can be understood as all kinds of action a user can participate via the 
internet and which is regardless of place and time. According to Erkkola 
(2008), social media is a process. Groups and networks construct common 
meanings using interaction and technology. 
 
Sharing is a crucial issue when talking about social media. Sharing means 
besides sharing e.g. links, videos, photos or music also sharing opinions or 
answering questions. Social media can be used among friends or among 
personnel at a working place, but it also could have wider visible purposes. 
Leino has described that “social media is like a marketplace where people 
are gathered together in order to spend time, exchanging news, having 
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recognition and showing off” (Leino 2012, 113). Leino reminds that “your 
customers are using social media, if not today, tomorrow at the latest” 
(Leino 2012, 113).  
 
According to Oxford Living Dictionaries (n.d.b), the concept of social media 
is “websites and applications that enable users to create and share content 
or to participate in social networking.” Kaplan and Maenlein (2010) 
discussed social media, its challenges, and opportunities, and provided a 
clarification for social media: “collaborative projects, blogs, content 
communities, social networking sites, virtual game world, and virtual social 
worlds”. 
 
There are a huge amount of different social media channels and new ones 
continuously appear. It is essential to know the common of them at least 
cursorily in order to pick up the ones which are the most viable and 
important for user's purposes. Though, Kaplan and Haenlein (2010) argued 
that there is no systematic way in which different social media applications 
and services can be categorized, on the figure two the channels are 
introduced as dividing them by the content and by the use. Social media 
channels can be roughly divided into community services, blog and micro-
blog services, services for sharing pictures and videos, services for sharing 
presentation and wiki services. The categorizing is not unambiguous. There 
may be several means of use for one channel. On the following chapter, 
some of the most common channels are introduced in order to create an 
overview of alternatives. 
 
Figure 2. Social media channels divided by use and content. 
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2.6  Most common social media channels 
 
In the following paragraphs, some of the most common channels of social 
media are introduced briefly. The purpose is to get an overview of the 
features. It is important to know the basic purpose of use and features in 
order to decide which ones are useful and viable for organization's needs. 
On figure three, there is presented the most common social media 
channels. 
 
Facebook is a social media and social networking site. A user can be a 
private individual, a community, an organization or a company. A user 
creates a user profile and then creates networks with other users or user 
groups. Via Facebook a user can tell news or experiences, share links, 
photos, documents and other content. It is also possible to create groups 
for a certain purpose. User's profile and groups can be public or the user 
can limit the visibility of the profile. A user has unlimited uploading capacity 
on the Facebook profile. 
 
LinkedIn is social media and social networking site. It works according same 
principles as Facebook, but LinkedIn is more business oriented and has 
primarily professional networks. A user profile can be personal, company's, 
community's or group's profile. 
 
Twitter is a social community whereas individuals, communities, and 
companies can create networks. Twitter can also be called micro-blog 
service; for writing and answering (i.e. tweeting) 140 marks is available 
(There are plans to increase the number of marks to 280). Twitter service 
can be used e.g. for news, informing, making comments, discussions or 
presenting own opinions. Twitter is an excellent channel for making your 
expertise visible or to provoke thoughts. Messages (i.e. tweets) are marked 
with hashtags (#). A user can follow either hashtags or other users. 
 
A blog is an information or a discussion website. Content can be produced 
by a one user or by a group. Content is produced by using a publishing tool, 
e.g. Blogspot, WordPress, Blogger, Tumblr, and Vuodatus are popular tools. 
A blog can bring out competencies, opinions, ideas or create discussion. 
WordPress publishing tool allows creating polls, too. A blog can be either 
public or for limited users. 
 
Youtube is a service for sharing videos. A user has an own channel where 
videos are loaded. Videos can be tagged with keywords in order to make 
them possible to find by other users. Most of the videos are either 
entertaining or educational. Thus, Youtube is useful e.g. sharing 
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instructions, interviews or videos which share an atmosphere. Without 
registration, a user can watch videos loaded by others, but comment 
requires registration. Vimeo is another service for sharing videos, but it is 
not as well noted as Youtube. 
 
Slideshare is a service for sharing presentations. Earlier, besides PowerPoint 
presentations, also pdf files could be shared, but since October 2017, 
Slideshare allows only pdf files. Slideshare service takes care of editing the 
presentation so that watcher does not need any application for that. 
Slideshare presentations can be tagged with keywords in order to make 
them easier to find. Watchers can also comment Slideshare presentations. 
 
Instagram is a picture sharing and social networking service. Besides 
pictures, also videos can be shared. An old phrase is saying “a picture tells 
more than 1000 words”. Pictures and videos can be marked with hashtags 
(#), which are searching words. Besides keywords, a user can follow other 
users. Instagram may be felt an unofficial way of communication.  
 
Pinterest is a service for sharing pictures and other visual material. It is a 
visual bookmarking tool which uses bulletin boards, i.e. pinboards. At 
Pinterest, a user creates pinboards around different theme or topic and thus 
create own favorite collections, e.g. around a hobby or an event. Pictures 
can also be searched by themes or topics. A user can load pictures from the 
pinboards of other users, and other users and their downloads can be 
followed. 
 
Flickr is a service for sharing picture galleries and video galleries. Flickr is a 
popular and widely used especially among professional photographers. A 
registered user can upload photos and videos on the service, but photos 
and videos can be accessed from Flickr without registration. Pictures can be 
sorted and marked with keywords (hashtags). Also, pictures can be linked to 
a group or to a geographical map. Flickr is not allowed for business 
purposes, and the amount of uploading material freely is limited. 
 
Wiki is a site or data bank which content is created by users. Usually, Wiki 
also allows discussions and comments. Wiki can be located on the internet 
or on the intranet. Several applications and services are available for 
creating the content of a wiki, e.g. Wikispaces, Jottit, Wetpaint, and 
PBWorks. Using wiki allows transparency and updating information and thus 
unifies instructions and operations. 
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Figure 3.The most common social media channels.  
2.7  Most common shared message and storage tools 
Shared tools can be used to collect information or documents in one place 
or for message sending purposes. Shared tools allow fast and effective 
sharing and retrieval of data, actions become more transparency and the 
sense of community rises. Shared tools are both free charge and charged. 
Examples of shared tools are Skype, Skype for Business, Lync, Yammer, 
Adobe Connect, DropBox, SharePoint or Doodle. Examples of message tool 
are Periscope, WhatsApp and Snapchat. On the following paragraph, some 
of the free of charged shared tools are introduced briefly. On figure four, the 
shared tools are introduced as dividing them by the content or by the use. 
Shared Tools are not discussed deeply in the study because according to the 
assignment there is no need for these kinds of shared tools at the 
organization.  
 
Skype allows free of charge voice and video calls, chat and sharing of files. 
Google Drive and Dropbox are free of charge services which allow cloud 
storage and file backup. Doodle is free of charge service where agreeing 
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meetings or polls are possible. WhatsApp, Periscope, and Snapchat are 
smartphone message services. Periscope and Snapchat differ from 
Whatsapp so that the messages are not recorded or saved, and thus are not 
available later. 
 
Figure 4. The most common Shared Tools. 
2.8  Why social media? 
Social media has become to our everyday life - whether we like it or not. 
This study looks the issue from organization and management point of view. 
A manager is a director and enabler for social media. There are many 
benefits which the use of social media could offer, and thus manager’s 
useful to know. From organizations' point of view there are several reasons 
to use social media, as follows: 
 the openness and transparency of operations 
 to become well-known 
 to become easy to approach 
 fast and wide 
 cost efficiency 
 formal and informal communication 
 texts, pictures, videos, presentations 
 mutuality, discussion 
 team spirit, the sense of community. 
2.9 A manager at social media 
A manager may have several roles at social media: he could be an enabler, a 
network constructor, carer and/or a mover. As an enabler, a manager needs 
to create a positive atmosphere towards social media. He should course 
way and point out the benefits of social media, and thus facilitate the use of 
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social media. A manager should be a role model and encourage others to 
the use of social media with his own actions. A manager should enable 
resources for the use of social media, and in any case to take care of the 
well-being. It is essential to realize that social media supports 
communication and actions, it does not replace totally face-to-face 
communication and cooperation. It is notable that a manager does not need 
to know everything, but also a remarkable role of a manager is as a learner. 
A manager should also get support and has peer groups. (Kosonen 2014.) 
 
A manager is a role model and thus at social media, a manager should be 
transparent, true and act as interactive and regularly. It is important that 
besides pure facts, a manager impresses own ideas and opinions. It is also 
good that the personality of a manager is shown. It allows seeing that a 
manager is a human being. This constructs the sense of community. (Takala 
2016.)  
 
In order to be successful at social media, an organization needs to have a 
workable environment. It is manager’s task to ensure that an organization 
has resources and condition for function. The atmosphere is needed to be 
encouraging and inspiring. A manager is responsible for the strategy of 
content. He ensures that the content is tempting and creates commitment. 
A manager also controls risks. (Puro 2013.) The different roles of a manager 
are presented in figure five. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.The roles of a manager at social media.  
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2.10 Utilizing Social Media successfully at a non-commercial organization 
Ekroos and Laakso (2015) have compiled a booklet which is giving 
instructions for utilizing social media at associations. The booklet argues 
that social media is not an end in itself, but the most important is a need to 
use social media. Booklet introduced four factors which lead to succeed: 
 Involve and inspire others; give people a chance to involve, impact 
and act 
 Be interesting; share content and atmosphere, people are interested 
in other people, stories, and experiences 
 Be visual; produce interesting content using pictures, photos, and 
videos 
 Be active: produce content regularly, the content of other users can 
also be shared, be up-to-date. 
 
It is essential to define what an organization wants to achieve with social 
media, and plan how to manage in it; to whom, what, how and when to 
provide a content. Finland's Slot Machine Association (RAY) has published a 
manual which introduces practical instructions for organizations' 
communication. The manual gives following practical instructions for taking 
social media into possession: 
 Define goals and target groups, find out what channels of social 
media the target group is mainly using 
 Define resources and name responsibilities 
 Decide what social media channels to use 
 Plan content and timetable 
 Be active 
 Be prepared and define instructions for the use of social media in 
advance. 
(STEA n.d.) 
3 STUDY CONTEXT AND METHODS 
The aim of this study is to describe how the assigner can utilize social 
media, especially in its Service Center activities. Service Center is like “a 
living room” for everyone, but especially services are addressed for the aged 
people living nearby. One aim of the utilizing of social media is to create the 
sense of community among organization's employees, customers, and other 
stakeholders. Hereby, the meaning of the sense of community in the 
organization is needed to define. The organization is dealing with elderly 
people and their nearest. Thus, in addition, elderly people as information 
technology users are an essential point of view in this the study. Facts about 
elderly people as information technology users are found from several types 
of research made by The Finnish Union of Senior Services. This study 
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presents the statistical facts from the utilizing social media point of view 
and presents the penetration of information technology equipment as well 
as the use of social media. Then, the study maps opportunities to utilize 
social media. In addition, the study describes some ways to create the sense 
of community or sense of virtual community. 
 
Qualitative research usually does not use measures, but the aim of the 
qualitative study is to approach the phenomenon in its original form. When 
conducting a qualitative study, researcher chooses how wide phenomenon 
to cover. Study materials are gathered using interviews, from different 
documents and/or observing. (Erola & Räsänen 2014, 69-70.) 
 
This study is conducted as a qualitative study. A qualitative study is 
descriptive or explanatory, and answers questions “what” or “how” 
(Kananen 2013, 66). A qualitative study can be mapping, explaining, 
descriptive, and/or predicting. The purpose of a mapping study is to find out 
what is happening, to clarify phenomenon, finds out new points of view or 
to develop a hypothesis. Explaining study finds out the explanation for a 
situation. A descriptive study provides depictions from phenomenon, 
situations or occasions. A predictive study provides forecasts about 
consequences. (Hirsjärvi, Remes & Sajavaara 2015, 138-139). This study 
uses mapping and descriptive methods. 
 
The data concerning elderly people as information technology users were 
collected as a desk study. The data was gathered from written documents, 
as books and reports. With the funding of Finland's Slot Machine 
Association (RAY) there have been done several pieces of research during 
years 2010-2014 covering questions of elderly people and information 
technology. The main purpose of the research was to find out what does 
elderly people wish from technology and what kind of challenges they meet 
while using information technology. The research was conducted by The 
Finnish Union of Senior Services (in Finnish: Vanhus- ja lähimmäispalvelun 
liitto) and The Finnish Association for the Welfare of Older People (in 
Finnish: Vanhustyön keskusliitto) and the project was called in Finnish 
“Käyttäjälle kätevä teknologia” i.e. KÄKÄTE project (translated “technology 
useful for users” project). 
 
This study finds answers to questions: 
 What kinds of Social Media channels there are? 
 How to define the sense of community among Pirkanmaan 
Senioripalvelu Oy and its stakeholders? 
 How can Pirkanmaan Senioripalvelut Oy utilize Social Media while 
creating the sense of community among employees, customers, and 
other stakeholders? 
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In this study, the sense of community among Pirkanmaan Senioripalvelu Oy 
and its stakeholders are considered from the organization’s and 
management point of view. The purpose is to find out common factors 
which management can affect while developing the sense of community. 
There is a large number of stakeholder groups for Pirkanmaan 
Senioripalvelut Oy; inhabitant in the housing unit, customers of the Service 
Center, nearest and friends of inhabitants and customers, employees, 
voluntaries, students and trainees, and government and city officials. 
Stakeholder groups differ considerably from each other. They may have 
different needs and expectations. Anyway, the organization named aged 
people and their nearest to be the most important target group from the 
Service Center’s point of view. And, the study concentrates on that point of 
view. The study finds regularities and makes generalizations in order to 
provide a starting point for utilizing social media.  
 
The study consists two interviews. Both of the interviews were conducted 
via telephone. The organizational data was collected by interviewing CEO of 
the organization. The interviewee was selected among management, and 
the main selection criteria were to pick up a person who could have the 
largest conception of the organization and its functions, and opportunity to 
influence to performance and management. The interview was conducted 
in May 2017, and a semi-structured interview was used. The interview 
questions are presented in appendix one. Another interview consists social 
media. The interviewee was an expert and trainer of social media and e-
learning. The aim was to find out viable social media channels, their 
benefits, and challenges. The interview was conducted as theme interview 
in August 2017. Theme interview was selected because the interviewer did 
not have a clear understanding of all social media channels, their features, 
and possibilities as creating the sense of community. Instead, there were 
themes, like the use of social media for different purposes. The interview 
themes are presented in appendix two. The interviewee was not an expert 
on elderly people and their use of information technology, but this could be 
seen as a possibility rather than purely weakness. It allows an open point of 
view and may bring out features and completely new point of views. The 
interviewee has a wide experience in social media consulting and training at 
schools and universities, and deep experience in e-learning. Experience in e-
learning was a good basis when thinking of the sense of virtual community. 
 
The semi-structured interview consists key questions to be answered but 
also allows considering issues and ideas which emerge during the interview. 
The semi-structured interview makes sure that certain questions are asked 
but enables flexibility. Theme interview means that there are themes 
instead of clear questions. During the interview there also rouse new issues 
on the discussion, some related strictly to the study and some not. The 
interviews were transcribed as a standard language and then categorized. 
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The transcribed text was compared to the recording in order to verify the 
validity. Thus, it is possible to use interviewees' actual phrases in the report. 
4  RESULTS AND ANALYSIS OF THE RESULTS 
The study was conducted by using written sources and by interviews. The 
study had several types of results; 
 desk study results gathered from literature (book and reports) 
concerning aged people as technology users and their attitudes 
towards information technology 
 interview results concerning Pirkanmaan Senioripalvelut Oy's 
expectations and attitudes towards social media, goals they wish to 
achieve with social media, and their opinions and expectations 
about the sense of community and the sense of virtual community 
 interview results concerning social media channels, their features, 
benefits and challenges, and practical examples of using the of social 
media. 
4.1  Aged people and information technology 
Kuusi (1998) discussed how working life has changed and how changes 
impact aged people at work. He rose up changes due to the information 
society. Though Kuusi discussed aged people at working life there were 
some issues which can be taking into consideration also in every other 
circumstance. Kuusi rose up the challenge of networking and sharing 
information through networks and at the internet. He expressed that this 
could have both positive and negative influence. Aged people have lots of 
experience and competence which can be used in networks. On the other 
hand, the internet requires a need for change, continual learning, and the 
tolerance of coping frustrating and disappointments. 
 
KÄKÄTE research project studied how technology can be utilized for aged 
people living at home and in their everyday life. The project was conducted 
on 2010-2015 by the Finnish Union for Senior Services and The Finnish 
Association for the Welfare of Older People. The project studied how 
technology has been used in order to take aged people along to actions and 
how used technologies have been affected aged people’s lives. Aged people 
may have special features or challenges which set special needs for 
technology. One project studied the use of internet among aged people, 
and as a conclusion can be argued that aged people do not necessarily 
know what possibilities internet can provide and that concepts and 
abbreviations may be a challenge (Mäki 2011, 21). Another project studied 
how aged people could utilize the interactive equipment. The project 
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showed that aged people feel that television is a familiar and safe tool. 
Users commented that the most important issues are clearness, easiness, 
simplicity, and logicality, but also clear and understandable text is essential. 
Users were interested in the issues of locality and everyday life. (Mäki 2011, 
29.) One project which studied the use of videophone connections pointed 
out that hearing may be a challenge for aged people (Mäki 2011, 38.) As a 
summary can be said that research projects showed how the possibility of 
regular action at a group and interaction created the feeling of togetherness 
and the sense of community. Also, it showed the importance of clear 
guidance for the use of equipment. Tools and applications were rarely used 
independently without good guidance at the beginning.   
 
Within KÄKÄTE project there has been studied how to better utilize 
computers at aged people facilities. As a result, Forsberg (2013) has drawn 
up a guidebook. The book introduces practically how to build up a computer 
corner. It also introduces briefly some successfully created corners for aged 
people. Forsberg's guidebook picked up some special features, user's vision 
capability and user's hearing challenges, which should be taken into 
consideration when thinking aged people as users of a computer. 
 
KÄKÄTE project also studied reasons why aged people use or do not use 
information technology. The research was conducted in 2013. According to 
report, 90 percent of 75-89 years old Finnish people have a mobile phone, 
33 percent have a computer and about a third has the internet connection. 
Only four percent of aged people have a smartphone and three percent 
owns a tablet. Penetration of information technology equipment among 
aged people is presented in table four. 24 percent of aged people have an 
email address. Commonly used activities at Internet are searching 
information (81%), banking (73%) and email (70%). About half of aged 
people who have computer think that equipment or applications are 
difficult to use, and because of that, they do not want to learn more. But an 
essential finding was that when computers became familiar aged people are 
interested in to learn more. The challenge is how to encourage aged people 
who do not use information technology yet to find the motivation to learn 
the use. In order to succeed, different methods and issues should be used 
because everyone has different interests. (Nordlund, Stenberg & Lempola 
2014.) 
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Table 4. The penetration of information technology equipment among aged people 75-89 
years. 
 
 Aged 75-89 years owns 
Computer 33% 
Internet connection 30% 
Mobile phone 90% 
Smartphone 4% 
Tablet 3% 
 
 
During the KÄKÄTE project, there was a research of what kind of wishes 
aged people have towards information technology. The research provided 
evidence that the use of technology needs to be easy, simple and workable. 
Aged people wish that equipment and user interfaces are clear, visualized 
and large enough. They wish that their hearing and sight challenges are 
taken into account. Aged people wish to have a solution for communication 
and connectedness both to their nearest and to professionals. For the use of 
technology, aged people wish to have guidance and teaching by “walking 
through” in order to be a participant in a technological society. (Alastalo 
2014.) Figure six summarizes aged people’s wishes towards information 
technology.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6. Aged people’s wishes towards information technology  
4.2  Expectations and targets for the utilization of social media at Pirkanmaan Senioripalvelut Oy 
 
Commonly, one of the targets of using Social Media is to create fellowship 
or cohesion. Also, Pirkanmaan Senioripalvely Oy wants to provide the sense 
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of community via Social Media to their customers, to the nearest of the 
customers, volunteers, and other stakeholders. The interviewee defined 
aged people and their nearest to be the most important target group for 
them. Because management creates resources for the development 
process, CEO of the organization was interviewed. The interview has several 
purposes. Firstly, to find out what goals Pirkanmaan Senioripalvelut Oy 
wants to achieve with social media and what are the most important target 
groups. Secondly, what can be seen as challenges concerning social media 
and the use of social media. Thirdly, to find out how the sense of 
community is considered at Pirkanmaan Senioripalvelut Oy. 
 
Our customers, aged people, are not present at Facebook or at 
LinkedIn, and seldom have even been at the Internet, but it is our 
stakeholders and the nearest of our customers who are users of 
electronic devices. (Interviewee 1) 
 
As the most important goal for the use of social media interviewee 
mentioned the need for positive image creation. There are a lot of 
discussions about services for elderly in Finland, and sometimes the 
discussion is not matter-of-fact or legitimate. The main goal of Pirkanmaan 
Senioripalvelut Oy's performance is to provide high-quality services based 
on customer's needs. They want to highlight the ethical base they use for 
their services. They want to inform services and events they provide, and to 
inform topical news and issues. For example, currently there are discussions 
about the reform of the health and social services in Finland, and it is 
essential that adequate and appropriate information is conveyed and 
provided. 
 
Now the content at Social media, Facebook, is directed to Service 
Center and its customers. It is used to tell what kind of different 
events we provide, and a little bit topic issues which are related to 
our line of business, for example, what is happening around social 
and health reform, what new or changes are there concerning aged 
people's interests. (Interviewee 1) 
 
Pirkanmaan Senioripalvelut Oy wants to create commitment, especially 
within employees. An important aim is to create common ways of an act 
and behave inside the company. This is constructed by the common 
agreements and doing together. In order to succeed, an important aim is to 
get feedback concerning activities and performance. 
 
According to our communication strategy, our aims are to commit 
employees and to create common action/performance culture, to 
communicate, and to build the image. [...]One aim is to widen 
social media communication and develop a customer feedback 
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system. One strong aim is, but there has not been time for that 
yet, that our stakeholder communication is regularity and 
systematically. Nowadays it is a little bit occasional. Strengthen 
our image is an essential aim. (Interviewee 1) 
 
There was a need to find out what kind of challenges there could be seen 
while using social media. The interview pointed out the worry about 
resources. There is no possibility to hire any extra personnel to take care of 
the social media communication. The lack of human resources may also 
impact the possibility to create content actively for different channels of 
social media. Nevertheless, the importance of systematic activities was 
highlighted. One specific challenge is how to react and handle unwanted 
content. That is related to the lack of human resources. It is essential to 
react rapidly before the unwanted, for example, faulty information is spread 
among social media. Interviewee recounted that the know-how of needed 
technologies is a challenge, too. There is a large amount of social media 
channels, and new ones are appearing. It really is a challenge to learn them 
all besides all other duties at work, especially because the organization does 
not have a possibility to hire extra personnel for that. If the active content 
providing is a challenge, measuring the results is, too. There is a need to 
define and follow targets and measure the results. 
 
Our problem is that we do not have a possibility to hire any person 
for communication, not even as a part-time contract. It is a risk. 
[…] We do not follow the performance, for example, how many 
likes there are on Facebook. Activities should be more 
systematically. There should be a possibility to think more 
carefully what to publish. There should be a possibility to address 
a person who is responsible for social media, like a 
communication professional. […] A challenge is the ability to the 
utilization of the technology, an ability to use the technology, and 
an ability to create and provide content. Our challenges are 
strongly based on the know-how. […] We would like to have 
briefing or education about what other possibilities there are 
beside Facebook and LinkedIn. (Interviewee 1) 
 
There is a huge number of stakeholder groups, but however, while defining 
what the sense of community means generally at Pirkanmaan 
Senioripalvelut Oy, the interviewee pointed out common agreements and 
activities that are doing together. It is important that values are the same 
and behaviour and actions according to values. From customers' point of 
view, the sense of safety and confidence were mentioned. It is important 
that everyone has the feeling of appreciation and respect. There is a need to 
create the feeling that members matter to each other. It is important that 
aged people have a place to meet (community of meeting place). While 
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thinking of stakeholders more widely developing networks and networking 
is essential. But, the interviewee argued that the sense of virtual community 
is a feeling rather than a real aspect. And, at Internet things may seem 
different than they really are. 
 
From the utilizing of social media point of view, the most 
important target groups are customers and their nearest (at the 
Service Center), and inhabitants nearby, employees, officials at 
Tampere city, co-operative workers at events, volunteers and 
students. Provided content should show how we produce different 
kinds of events and happenings, and also indicate relevant in-time 
topics and announcements. [...] Often services for aged people is 
the target of the complaint, rarely there are positive or 
constructive opinions. […] From our point of view, the old people’s 
home is the most essential when thinking about the sense of 
community. There are common agreements and doing together. 
[…] From the social media point of view, you can follow people on 
social media, and there is a feeling about the sense of community, 
but in reality, you do not see their real life. The sense of 
community is not so real at social media. Things may be seen 
other ways than they really are. It is not genuine. […] I would like 
to build up the spirit of solidarity. In the first place, among our 
employees, that they feel like they want to work at our 
organization, that our values are the same, and that the 
behaviour and performance are according to the values. Then, I 
would like to see that our residents (at the old people’s home) feel 
that they are respected, their life is meaningful, even if they are 
living on the end part of their lives, they must feel that they are 
taking care of and loved. At social media, it would be nice to see 
for example that the Service Center is a place where people can 
gather together. Service Center has already managed to create a 
feeling of security and that there are networks available for help. 
We have already built the sense of community among the nearby 
area via Service Centers. (Interviewee 1) 
 
Pirkanmaan Senioripalvelut Oy has solution-based performance style. It 
means that they provide service which aim is to activate people to take care 
of themselves. Therefore, for example, Service Center provides a lot of 
events which contain health and well-being themes. 
 
At Social Media, the content should be such as people are aware 
of what kind of organization we are, what they could do and how 
to participate. (Interviewee 1) 
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4.3  Suggestions for utilization of social media at Pirkanmaan Senioripalvelut Oy 
 
One of the study questions is “what kind Social Media channels can be used 
when creating the sense of community of Pirkanmaan Senioripalvelut Oy?” 
On the following paragraphs, there are introduced the most common and 
most useful social media channels from this point of view. 
The interview of the manager of Pirkanmaan Senioripalvelut Oy pointed out 
that there were several expectations for the utilization of social media 
among the organization; 
 to create a positive image, 
 to inform provided services and events, 
 to inform topical news and other issues, 
 to create connectedness and communication with stakeholders, 
 to get feedback from customers, 
 to create commitment, and 
 to create the common ways of act and behave inside the company. 
According to the expectations, the most useful social media channels are 
introduced in the following paragraphs. The channels and ideas for the 
utilization of them are summarized in table five.  
 
Facebook is the most popular social media channel. The strength of 
Facebook is the possibility of networking effectively and sharing different 
kinds of content; text, photos, videos, and links. Pirkanmaan Senioripalvelut 
Oy has a Facebook profile, and the content is produced regularly. The main 
aim of the profile is to inform services and events. Upcoming events are 
presented, and the activities and the atmosphere of the event are often 
presented afterward with photos and text. Facebook is the easiest way to 
enter to social media, and it may reach the widest amount of people. There 
are a lot of people using Facebook, and the newest user group of Facebook 
is senior citizens. Because there is a lot of people who already can use 
Facebook, guidance and instructions are easy to get. According to 
researches, aged people wish to have hands-on guidance (Alastalo 2014). 
Facebook is useful announcement channel. Also, from the sense of 
community point of view, Facebook may be the number one tool. Facebook 
has a feature, open, closed and secret groups which may be an option for 
the development of the sense of community. For example, projects or clubs 
may have their own Facebook groups. On figure seven there is introduced 
the group feature. Among the organization, there could be closed Facebook 
groups, where employees could discuss, share experiences and information. 
Though, this requires that every employee is on Facebook, or ensure other 
ways that everyone gets the information. Thus, there is risk how 
organizational Facebook groups may influence the sense of community; if 
someone is not present on a Facebook how is it affecting the sense of 
community? In order to activate people on Facebook, asking questions, 
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asking opinions, asking solutions, asking wishes, even very carefully 
considered provoking is possible. It is possible to create an event page on 
Facebook and send an invitation via it. There can even be links which lead 
users to another website, for example, questionnaires or enrolment form. 
At Pirkanmaan Senioripalvelut Oy, Facebook could be used more effective 
way in order to get feedback from different target groups.  
 
There is a need to notice the difference between a Facebook 
Profile page and Group pages. […] For example, I have a group 
page for a project, and I have pinned up our timetable and 
enrolment form on the top of the page. Everyone can share and 
publish anything they like on the group page. I can remove the 
content if needed. But always on the upper, there is the 
information about timetable and enrolment instructions. So, there 
always is most important information at first, and from beginning 
the second content there is messages/content from others. […] The 
enrolment information is an e-form, a link which leads to another 
page. (Interviewee 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7. Facebook Groups. (Khare 2011) 
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LinkedIn is a social networking channel used mostly for business purposes. 
CEO of Pirkanaman Senioripalvelut Oy has a personal LinkedIn profile. It 
enables networking to professional stakeholders. There may not be a reason 
to create a profile for the organizational level at this point. At LinkedIn, 
there are foreign organizations which are at the aged people service 
business area, but not Finnish organizations yet. Naturally, it is important to 
follow the situation and also the organization needs to enter to LinkedIn if 
that is necessary. 
 
When planning and starting up a project, and thinking possible co-
operative members, LinkedIn is a place from where to look at who 
the person is, what are his/her capabilities, what is his/her 
employment history. […] Before a contact, go and look who the 
person is. (Interviewee 2) 
 
However, because not everyone uses Facebook, and because it may be 
useful to provide other types of content, it is essential to think about other 
channels of social media, too. Instagram is an easy way to publish photos 
and it is an easy way to widen the visibility of an organization and to widen 
networks. Pinterest may also be a useful tool for planning activities. Also, 
the organization may benefit from the use of a blog in the future. These 
three may be the easiest and useful new social media channels to take into 
consideration. Also, Youtube may be a useful channel. Some ideas for their 
use are shortly introduced in the following paragraphs. Ideas for the use of 
some other social media channels are introduced also. And, a summary is 
presented in table five. 
 
Instagram is a social networking service like Facebook, but only sharing 
photos or pictures, not so much for sharing discussion. Photos are an 
excellent way to construct a positive image. It may be worthy of investing in 
the quality of the photo and select especially photos which effect to 
feelings. To optimize the effect, minimize the amount of text, but bring out 
personality with a picture. One way of arising interest towards the 
organization is to bring out faces, for example, employees or customers. It is 
essential to have an own hashtag (e.g. #PirkanmaanSenioripalvelut) at every 
Instagram input. Thus, when searching photos of the organization, all of 
them are found at once. It is needful to remember that Instagram is 
addressed especially for a mobile phone and to think sharing from that 
point of view (how photos and text are seen on a mobile phone display, and 
what target groups are using smartphones).  Figure eight presents that only 
ten photos are found if searched with hashtag Pirkanmaan Senioripalvelut.  
 
Instagram is a networking site like Facebook but without groups. 
Comparing Instagram to Facebook, at Facebook there are more 
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comments and discussion. […] I usually share different photos. It is 
a little bit boring if the photos are already seen on Facebook. On 
different channels, I used to tell issues in different words in order 
to attract different target groups. (Interviewee 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 8. Instagram is a social networking service of sharing photos or picture.  
 
Pinterest is service for sharing pictures and other visual material. It is 
excellent for idea collection. One can collect pictures of a certain theme, for 
example, ideas of handicrafts or Christmas craft, or present own works and 
crafts which are done. Also, Pinterest can be used as on documentation 
bank of what kind of events and other activities have been provided. Thus, 
Pinterest may be used to show what kinds of activities the organization 
provides or to provide ideas for activities inside the organization. Figure 
nine presents examples of pinboards.  
 
For example, at a club could be asked if attendees allow that their 
action can be photographed and published, or then just publish 
the outcomes. […] Pinterest could be an idea bank for crafts. 
(Interviewee 2) 
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Figure 9. Pinterest uses so-called pinboards which are created around different themes 
or topics.  
 
A blog is a website, where one can share own thoughts or ideas, or there 
could be announcements about weekly timetables, or stories of what has 
happened, or what has been done. A blog can be used to announce 
expertise or to create a positive image or to share what has been learned. A 
blog can be used to share pictures or photos, stories or videos. It is essential 
to keep in mind that a blog could be anything between a photo gallery and 
text. A blog could even replace Internet homepage. A content in a blog 
could be same as in Facebook. The benefit of a blog is that only an internet 
connection is needed (not a profile like at Facebook). It could also be a 
mutual communication tool. There is a possibility to participate and 
comment. A blog could, for example, be a CEO's blog or organization's blog 
or Unit's blog. Important is to decide to whom to address the content, what 
is the target group, and what are they interested in. In addition, it is 
important to decide the focus of the blog and be consistent. A blog can be 
public or hidden, or for certain users only, i.e. access rights are needed. 
Differ from Facebook, the purpose is to publish content you want to be 
found later. Content is published using a publishing tool. Most common 
tools are Wordpress and Blogspot, but there is a lot of other platforms too. 
Wordpress has technically more features than Blogspot, and Blogspot is 
more like a homepage. Wordpress blogs can be done over the Internet or it 
can be uploaded to your own server. Blogspot is easy to use but has fewer 
outlay features. Figure ten presents a blog made using Wordpress. A blog 
can be used for several purposes and therefore a viable social media 
channel. Differ from Instagram and Pinterest, a blog requires more time and 
learning. Nevertheless, the investment is rewarded with many ways of use.  
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A blog is useful for several purposes. At the very beginning, a blog 
was perceived as a diary. It probably comes from the structure, 
because the newest input is at first, at the most up. […] Most users 
keep an expertise blog, project blog, network blog or at school it 
could be a headmaster's blog, a classroom or aged people unit 
could have an own blog, a place to share photos, stories, and 
videos. It does not necessarily be solely text. [...]For most experts a 
homepage is same as a blog. For example, my blog is my 
homepage. There I tell my thoughts, my trainer expertise, there is 
my social media channels, there I introduce who am I. […] Blog is 
an easy way to build up a homepage or a channel [...] At a blog, I 
share content I want to be found after a couple of months too. [...] 
I have a friend who was in the USA and was writing a blog. It was 
really nice to read what was she doing, and for her, it was handy 
to share regards to everyone, no need to write to each one 
separately. It is motivated to write longer stories if knowing that 
there are several people reading them. (Interviewee 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 10. The content of a blog is published using a publishing tool.  
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Youtube is a service for sharing videos. Youtube videos may present services 
or events or inform topical news. Figure 11 presents how large scale of 
different kinds videos can be found for example with words “aged people” 
and “the sense of community”. Publicity of the video can be chosen by the 
loader; totally public, only those who know or guess the link can find it (link 
can be shared for example on a Facebook group page), or only certain users 
can see it. Limited videos could be provided to employees in order to supply 
e.g. guidance or values. Youtube videos can also be embedded in another 
social media channel, for example on Facebook or on a blog. A video can be 
filmed with a mobile phone, expensive equipment is not needed. It is 
notable that Microsoft Office 365 has an own video sharing tool. Thus, if 
Pirkanaman Senioripalvelut Oy has Microsoft Office 365, it may not be 
necessary to use Youtube. 
 
Microsoft Office 365 has a feature which allows sharing videos 
outside the organization. […] Often when I share a video on 
Youtube, I embed it for example to my blog too. When someone is 
watching my blog, there may be text, embedded slides, and 
embedded videos. […] In public events there is possible to take 
videos, but it is wise to ask an authorization for videoing and 
sharing the video. (Interviewee 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 11. Youtube videos may present services or events or inform topical news. 
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Slideshare is a service for sharing of presentation or pdf files (since October 
2017 only pdf files). Figure twelve presents an example of a shared 
document and how easy the sharing is. Slideshare may be used for 
publishing public documents, for example, brochures, annual reports, 
project plan or reviews. The purpose is that everyone can see the content 
and that there is one place on the Internet where the newest information is, 
for example a company brochure. Also, own skills and competence can be 
presented publicly with Slideshare documents.  
 
Slideshare is very used service. […] For me the Slideshare is very 
important. […] I have been a member of projects, and our project 
plans and brochures were there. […] For example, because I am 
selling my own competences and knowledge, my expertise is 
presented on a Slideshare. It brings me new customers and I do 
not do traditional marketing at all. (Interviewee 2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12. Slideshare is a service for sharing pdf files.  
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Twitter is a social community and micro-blog tool. Journalists and politics 
are actively presence on Twitter. Thus, it is a great tool to have information 
and be in-time concerning topical issues. If you manage to arouse interest 
towards your organization or opinions, it may create an opportunity to 
spread your message wider via other users’ shares. Via Twitter, you can 
present your opinions and announcements directly. For example, if printed 
in a newspaper, the message is presented via a journalist, via journalist’s 
words. Most Twitter announcements are followed according to an 
occupation or business line. It is essential to have an own hashtag (e.g. 
#PirkanmaanSenioriopalvelut) at every Twitter input in order to help the 
following and searching. Twitter requires activity. Twitter is good e.g. for 
announcements, communication, sharing seminar and conference content. 
The most essential is to share interesting tweets and thus keep the target 
group interested in you. On Twitter, there is so much information, that it is 
impossible to follow it all. It definitely is a challenge and a risk; how to be 
sure that your important message is read? It is essential to find people who 
write issues you are interested in or essential hashtags to follow. One 
possibility is to find interesting people from abroad. From aged people 
services point of view, possible organizations to follow may be government 
departments or ministers, too.  The latest tweets concerning Pirkanmaan 
Senioripalvelut Oy were dated June 2017, January 2017 and December 2016 
– there certainly is a need to act more actively. Figure 13 presents the latest 
tweet concerning Pirkanmaan Senioripalvelut Oy.  
 
For example, every time I write on a blog, I share it on Twitter, on 
Facebook and on LinkedIn, the link to the blog. I can tell the 
headline and share the link at Twitter […] It is not appropriate to 
try to read all tweets, but when you have five minutes time for 
example at a bus stop read the latest ones. […] Try to find 
appropriate hashtags of interesting themes to follow. […] For 
example, I follow seminars which I cannot participate. I check 
several times on a day what is happening there in the seminar. 
When the event is large enough it is possible to get an 
understanding of the content of the seminar by following Twitter. 
[...] Twitter is a service which is more popular in other countries 
than in Finland. (Interviewee 2) 
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Figure 13. Twitter is a social community and micro-blog tool which requires activity. 
 
Wiki is a site or a data bank which content is produced together, for 
example in a project or in a team. A group is writing together and via Wiki 
service, comments are collected, or everyone can update the document. 
Purot.net (Finnish service) can be used to create a public homepage and 
environment for a certain group, unit or team. Documents can be shared 
and modified at Wiki service. WikiSpaces.com is similar to Puro.net but in 
English. Cloud Services like One Drive and Google Drive may be used instead 
of Wiki services. Wiki services are useful for a large group use, while Cloud 
Services are useful for a small group. 
 
I earlier taught a lot about how to utilize Wiki services, but 
nowadays Cloud Services, like One Drive or Google Drive, has 
become instead of Wikis. […] It is really hard, for example, to email 
a document to tens of people to have it commented. It is easiest 
that those ten people mark their comments on the shared 
document at Wiki. [...] Wiki can be used for sharing materials as 
they have traditionally been shared at intranet, but also there can 
be a document to be modified together, for example, a document 
for idea collection. My opinion is that if you want to replace 
intranet or learning environment or create a public page then Wiki 
pages are useful. But if there are for example a group of three 
people, shared document using Cloud service is more useful. 
(Interviewee 2) 
 
Flickr is a service for sharing photo albums. There are several Cloud services, 
for example, Dropbox and Google Drive, which may be used instead of 
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Flickr. Flickr may be useful for sharing photos for a large target group. Before 
a photo is shared it is good to edit it first. Two useful and easy editor tools 
for editing photos at mobile phone or computer are Adobe Photoshop 
Express or Photo Editor by Aviary. A Snapseep is a similar tool for mobile 
phones. On the Internet, there is service, pixabay.com, where photos are 
published with the open license, and so they are free to use. Figure 14 
presents Pixabay service. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 14. On the Internet, there is service, pixabay.com, where photos are 
published with the open license, and so they are free to use.  
 
I use a lot of photos which others have published. For example, at 
the pixabay.com there are photos published with the open license, 
and so they are free to use. But usually I just take a photo with a 
mobile phone and share it immediately on Facebook or on Twitter, 
or I share photos on my blog. […] I believe that the use of Flickr is 
rarer now than earlier because there are so many Cloud Service 
       41 
 
 
 
available for sharing. For example, there are over one million 
people who have Mircosoft Office 365 Cloud service in use and 
many people are using Google services. […] There you can create a 
folder and put in photos and share the link. […] If you are sharing 
photos with a certain group, Cloud service is enough, photos are 
not necessarily needed to be found from Google, for example. 
(Interviewee 2) 
 
Table 5. The most common social media channels and ideas for utilization. 
 
 Use purpose, 
features 
Examples of use 
Facebook A place for social networking 
Could include text, photos, picture, 
videos 
Open or closed groups 
 Positive image construction 
  Announcements 
 Upcoming events 
 Discussion about topical issues 
 Creating the sense of community 
with asking questions, opinion, 
solution etc. 
 Collecting feedback 
 Groups for a certain target group 
LinkedIn Business-oriented networking  Professional networking 
 Sharing topical articles 
 Introduction organization's values 
Instagram Photo sharing and social networking  Positive image 
 Photos of events 
 Photos of everyday life 
Pinterest Service for collecting and sharing visual 
material (Pinboards) 
 Idea bank, Collection of craft ideas 
 Document bank for events 
 
Blog Discussion or informational website  CEO's blog or Organization's blog 
 Sharing ideas, events, atmosphere, 
values 
 Collecting feedback 
 Could replace homepage 
Youtube Service for sharing videos  Introducing services or events 
 Instructions on how to do 
something 
 An atmosphere of an event 
SlideShare Service for sharing (presentations and) 
pdf files 
 Brochures 
 Annual report 
 Service plan, Project plan 
 Service review, Project review 
Twitter Micro-blog  Formal announcements 
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140 marks (tweets) 
 
 Sharing topical articles 
 Sharing values 
 Sharing seminar contents 
Wiki Data Bank, 
content created by users 
 An action plan, common 
agreements  
 Action report 
 Creating content together 
 Security plan 
Flickr Service for sharing photos and videos  Photos from events 
 
As Kurki (2006) has argued it is important to start from where people are 
and from their commonplaceness. This rise a question, at what social media 
channels are the target groups present? Customers of the Service Center 
and their nearest may be reached via Facebook, Blog, Youtube and/or 
Instagram. Employees, voluntaries, student, and trainees may be found 
from same channels. It is supposed that government and city officials could 
be found on LinkedIn and/or on Twitter. The study does not suggest certain 
channels to take into use but rather points out possibilities and 
opportunities. In order to create the sense of community, employees at 
Pirkanmaan Senioripalvelut Oy could think and plan together what channels 
to use. Planning and developing can be done together with other 
stakeholders, too. Besides the sense of community, it creates commitment. 
Doing together is an important phase while constructing the sense of 
community as seen in figure 15.  
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Figure 15. Planning and doing together is an important phase while constructing the 
sense of community.  
 
In order to create the sense of community, it is essential to motivate and 
activate people. This can be done by providing content which is useful for 
the target group, by appealing to feelings, and to encourage for further 
actions. Asking questions, opinions, solutions, and wishes are the easiest 
ways to create action. A good content at social media is influential, 
interesting, visual, rapidly consumed (quickly read) and awakes feelings. 
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Everyone needs face-to-face contacts, but digitalization may be used in 
addition. Also, social media channels may be useful for communication 
between elderly people and their grandchildren and other nearest. This 
option is a worth of discussion. Youngsters usually are keen to teach the use 
of social media to their nearest. Mobile phone or tablet may be easier 
equipment than a computer. For example, you can take your tablet or 
mobile phone with you in order to have guidance or help with the use. Peer 
support is a great way of developing the sense of community; shared 
knowledge and sharing guidance concerning social media creates 
communication and altruism. For entertainment use, there are for example 
crosswords or sudoku, and people could develop ways of doing them 
together. If it financially possible, virtual glasses may be an interesting 
experiment.  
 
One thing I have heard is that in some sheltered housing there has 
been virtual glasses in use. When you are forced to be inside in a 
house and cannot go outside, through the virtual glasses you can 
watch how to walk in a park or what kind it would be at the Alps, 
or dive on an ocean beside corals. It is more memorable through 
the virtual glasses comparing to look at television. You are inside 
the experience. I strongly believe that social media technology 
brings lots of good to the sense of community and to experiences. 
Everyone needs face-to-face communication with other people, 
but the situation is so that many aged people do not have it 
enough. (Interviewee 2) 
 
In the future, artificial intelligence may help enormously communication at 
social media. After the artificial intelligence learns to identify feelings, it is 
also easier and more rapid to develop the sense of community at virtual 
communities. Also, with the help of artificial intelligence process at 
information technology can be automatized and digital marketing can be 
analyzed (Elopuro 2017). 
4.4  Analysis of the results 
The study has two aims. Firstly, to describe the sense of community at 
Pirkanmaan Senioripalvelut Oy. Secondly, to introduce viable Social Media 
Channels for Pirkanmaan Senioripalvelut Oy. 
 
According to the interview results, the sense of community inside 
Pirkanmaan Senioripalvelut Oy can be defined as: 
 
 Common agreements 
 Doing together 
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 The sense of safety and confidence 
 Members matters to each other 
 Appreciation, respect 
 Networks and networking. 
 
According to framework presented in chapter two, the sense of community 
can be defined as 
 Membership, belonging, entitlement 
 A social relationship, participation, solidarity 
 The feeling of emotional safety 
 Feeling that members matter to each other 
 The sense of solidarity, commitment 
 Spirit 
 Collective experiences. 
The found result is similar to the sense of community framework. 
Consequently, results are relevance and replicated to other cases. 
 
The organization has defined that aged people are the most important 
target group for them. The study pointed out that aged people have special 
features which are needed to take into account while providing social media 
services for them. Visualization is important at any social media content, 
but there is evidence that especially aged people wish visualization, 
clearness, and simplicity. Thus, content with photos and pictures and less 
text is applicable. Aged people wish guidance rather than learning alone 
themselves. This is an outstanding feature from developing the sense of 
community point of view. There is an excellent opportunity for learning and 
doing together. 
 
Pirkanmaan Senioripalvelut Oy has three service units for aged people. In 
addition to customers, i.e. the aged people, there are other vital 
stakeholder groups; nearest and friends of customers, employees, 
voluntaries, students and trainees, and government and city officials. Thus, 
there are different expectations and requirements what and how to 
communicate. In this study is it not possible to cover them all completely. 
Consequently, the study is a compromise and presents a starting point 
whereof to build practices in order to create the sense of community. As in 
sociology generally, the study finds regularities and makes generalizations. 
5  DISCUSSION 
There are three study questions: 1) What kinds of social media channels are 
there, 2) How to define the sense of community, and 3) How to utilize social 
media.  
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The first aim of the study is to define the concept of the sense of 
community at Pirkanmaan Senioripalvelut Oy. The organization defined that 
aged people (customers) are the most important target group. There is a 
large amount of other vital stakeholder groups; nearest and friends of 
customers, employees, voluntaries, students and trainees, and government 
and city officials. The study concentrates on the organization's and its 
manager's point of view. The study outlined other stakeholders point of 
views. Definitely, other stakeholder groups are also very important, and 
thus further studies concerning these points of views are needed.Also, 
another further study topic is the need to defining aims, targets, and 
measurement of the selected social media activities. 
 
On the thesis, the definition of sense of community and sense of virtual 
community are introduced as they are generally considered and introduced 
in books and journals. The used definitions and conclusion made in the 
thesis, are, however, on quite a common level. Thus, they may be used in 
several organizations or situations. There may occur clarifications or 
specifications concerning the definitions of the sense of community and 
especially about the sense of virtual community, resulting from new 
researches and studies in the future. 
 
The purpose of the study is to introduce viable social media channels for 
Pirkanmaan Senioripalvelut Oy. There is no communication specialist doing 
the social media communication, but social media is done by social workers 
among other responsibilities. Thus, there is a need to have briefing what 
social media channels may be useful. The study answers that need and 
introduces most common channels, their features, and ideas for use. The 
study pointed out that the most viable social media channels for the 
organizations may be Facebook, Instagram, Pinterest and a blog. The study 
introduces ideas of the use of them as well as some other social media 
channels.  
 
Features concerning Social media were collected from several books, and by 
interviewing a social media specialist. Thesis writer explored social media 
channels in practice during Spring-Autumn 2017, and thus channels which 
are introduced in the thesis are tested. Because the Internet is not a stable 
phenomenon but developing, there may be some features which are not 
perfectly valid in the process of time. For example, there were changes 
among LinkedIn during summer 2017 and among Slideshare on October 
2017, and the services are still seeking their design. 
 
Facts concerning aged people as information technology users are collected 
from a research project called KÄKÄTE. The aim of the research project was 
to research and report how aged people's life and living could be supported 
and how the work of employees working with aged people could be 
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facilitated. The project was conducted between years 2010 and 2014. The 
results of the project have been published in reports and on printed books. 
This study uses these written sources. Fact about the penetration of 
information technology equipment is found from the Internet pages of' 
Statistics Finland (in Finnish: Tilastokeskus). 
6  SUMMARY 
The aims of the study are to define the concept of the sense of community 
at Pirkanmaan Senioripalvelut Oy and to introduce viable Social Media 
channels. The study was conducted via desk study and interviews. The 
purpose of desk study was to find out answers what social media is, how 
and why to use social media, and what kind are aged people as information 
technology users. The desk study was based on literature, mainly on books, 
manuals and journal articles, but also some liable Internet sources were 
used. Internet sources were mainly articles from journals and instructions 
written by social media professional. Freelance trainer, e-learning expert 
Mrs. Matleena Laakso was interviewed in order to get qualified information 
about social media channels and their benefits. 
 
The desk study pointed out a large number of benefits why to use social 
media. Social media is a fast and effective way of communication. Due to 
that, it is cost-effective. Social media enables the openness and 
transparency activities. This creates trust, and trust creates commitment 
and the sense of community. Further, social media contains both formal and 
less formal channels which enable formal or informal ways to create content 
and to communicate. The informal way of communication creates the 
feeling that the organization is as easy to approach. Social media enables 
the use of different types of content. In addition to text, pictures, photos 
and videos can be used. Social media allows gathering together despite the 
distance. But, the most common benefit is the possibility to get well-known 
and to create a positive image. 
 
A manager has different roles in social media. First of all, a manager enables 
the use of social media. A manager encourages the use of social media, 
constructs positive atmosphere towards social media and courses a way. A 
manager is a role model. He constructs networks and communication. A 
manager ensures that there are needed resources and conditions. Also, he 
is responsible for the strategy of content.  
 
The study of how to utilize social media successfully at a non-commercial 
organization concentrated on questions how to start, how to act, how to 
create content and how to follow the targets. Before starting to use social 
media, an organization needs to define why they want to be present, what 
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are the goals and targets. An organization needs to define what they want 
to achieve, and according to this, they need to consider what channels to 
use. Different channels have different features and different users. An 
organization needs to find out what the desired target group uses and how 
to create content for them. Since the entrance, it is essential to be active 
and create content regularly. The appropriate density depends on the social 
media channel. While using social media, involving and inspiring, producing 
interesting content and visualization are the most effective ways to keep 
people stacked on you. It is essential to remember that individuals have 
different roles to participate. Some prefer just listening and participation 
occasionally, while some prefer more density and deeper participation. The 
sense of community inside the Pirkanmaan Senioripalvelut Oy was defined 
as networking (membership and belonging), common agreements and 
doing together. Also, the sense of emotional safety and confidence and 
appreciation are essential features and factors of the sense of community at 
Pirkanmaan Senioripalvelyt Oy.  
 
One study question was how can Pirkanmaan Senioripalvelut Oy utilize 
social media while creating the sense of community among its employees, 
customers, and other stakeholders. During the study, it appears that there 
are a huge number of other stakeholders, too; nearest and friends of the 
customers, voluntaries, students and trainees, city officials, etc. The 
manager of the organization named the employees and customers (aged 
people) and the nearest of the customers to be the most import stakeholder 
groups. Thus, the study concentrated on these stakeholder groups. The 
sense of community and viable social media channels are introduced mostly 
from this point of view, but however, generalizations were needed to do. 
 
The study pointed out that the easiest way to start using social media is 
Facebook and Instagram. Already a lot of people are using Facebook. It is 
supposed that there are people from the target group (employees and aged 
people and/or their nearest) present at Facebook, and thus the 
development of the sense of community could begin. It is also easy to get 
guidance and teaching for the use of Facebook. The organization may 
benefit from the use of groups at Facebook, too. Facebook provides open, 
closed or secret groups feature which can be used for different purposes, 
for example secret groups among employees or closed groups for a certain 
stakeholder group. Also, Instagram and blog may be potential social media 
channel in order to develop the sense of community. Differ from Facebook, 
blog only requires an internet connection, no registration or profile. A blog 
can be public, hidden or for certain users only (requires access rights). The 
content of a blog can be anything between text and pictures. Instagram is 
an easy way to widen publicity and networks. Photos are an excellent way 
to construct a positive image. It is easy and quick to snap a photo and share 
it on Instagram. Pinterest is service for sharing visual material. It can be 
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used for collecting and sharing ideas but also as a document bank. For the 
developing performance and mutual ways of action, Pinterest could be 
considered, too. Pinterest allows collect and present ideas and other 
material found the Internet to “a bulletin board”. 
 
The first step in developing the sense of community is creating involvement 
by providing interesting content, activating with questions and by listening 
wishes and needs. Next step is creating communication. This leads to 
creating and doing together, which can be strengthened by envisioning and 
developing together.  
 
The study argued that there are several special features which are needed 
to take into consideration when are talking about aged people as 
information technology users. People aged from 75 to 89 years, 33 percent 
have a computer, about 30 percent an internet connection, 90 percent have 
a mobile phone, but only 4 percent have a smartphone and 3 percent have 
a tablet. Most commonly aged people use the Internet for seeking 
information, using email and banking. Aged people think that information 
technology equipment are hard to use, and they prefer that someone is 
teaching them rather than to learn and find solutions themselves. This is an 
opportunity to develop the sense of community. Aged people prefer clear 
text and content, and they may have hearing challenges. 
 
The study process began at the beginning of 2017 by exploring the social 
media channels. Thesis writer singed into social media channels and began 
to use them with help of books and manuals. At the same time began the 
exploring of the frameworks of the sense of community and the sense of 
virtual community. When the basic use of social media and framework has 
been learned, it was time to begin to plan interviews. It was delighted to 
notice that interviews underpinned theories and frameworks which were 
earlier learned. Consequently, the study proceeded without surprises. As an 
outcome, answers to study questions were produced. The study introduced 
the most common social media channels and ideas how to use them in 
order to construct the sense of community. It essential to remember to be 
in-time and change action if circumstances change. Nevertheless, the social 
media does not totally replace face-to-face communication but can be used 
in addition.  
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      Appendix 1 
Interview questions 
Interview 27.5.2017 
 
Interviewer: Annu Rantanen 
Interviewee: Tiina Raiski 
 CEO of Pirkanmaan Senioripalvelut Oy 
 
1. TOIMINTA 
Kertoisitko lyhyesti toiminnastanne. 
Ja sitten mihin toimintaanne erityisesti haluaisitte hyödyntää sosiaalista mediaa. 
 
 
2.SOSIAALISEN MEDIAN NYKYINEN KÄYTTÖ JA TULEVAISUUDEN SUUNNITELMAT 
 
NYKYINEN SOSIAALISEN MEDIAN KÄYTTÖ 
• Mitä sosiaalisen median kanavia on nyt käytössä? Miksi nämä? Mitä/millaista sisältöä? 
• Kauanko ollut käytössä? 
• Millaisena näet näiden tärkeyden? 
• Millaisia tavoitteita näille kanaville on? Millaisia tavoitteita haluatte saavuttaa? 
• Kuka ylläpitää näitä nykyisiä kanavia? Onko tähän annettu aikaa/aikataulutettu kuuluvaksi 
työtehtäviin? Kauanko vie aikaa per päivä tai viikko tai kuukausi? 
• Seurataanko ja mitataanko tavoitteiden saavuttamista? 
• Jos ajattelet tätä nykyistä sosiaalisen median käyttöä, kuinka tyytyväinen olet tähän 
kokonaisuudessaan asteikolla 1-10? Miksi annoit tämän numeron? 
 
TULEVAISUUDEN SUUNNITELMAT SOSIAALISEEN MEDIAAN LIITTYEN 
• Onko teillä yleistä viestintästrategiaa ja suunnitelmaa? 
• Onko sosiaalisen median strategiaa ja suunnitelmaa? 
• Mitä sosiaalisen median kanavia on suunniteltu ottaa käyttöön ja miksi? Millaiseen käyttöön 
(mitä sisältöä, kenelle tarkoitettu jne.)? Millaisella aikataululla? 
• Tiedätkö tai muistatko nyt muista sosiaalisen median kanavia kuin nämä? Miksi näitä ei ole 
ajateltu ottaa käyttöön? 
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• Jos ajattelet tulevaisuutta ja uusia mahdollisia käyttöön otettavia kanavia, mihin se nostaa 
yleisen tyytyväisyyden somen käyttöön asteikolla 1-10 (vai onko sillä merkitystä tai peräti 
laskeeko se tyytyväisyyttä)? Miksi annoit tuon numeron? Mitä lisäarvo uudet kanavat tuovat? 
Mitä se edellyttäisi? 
 
HAASTEET 
• Millaisia haasteita olette kohdanneet, kun olette ottaneet käyttöön tai käytätte sosiaalista 
mediaa? 
• Onko tullut positiivisia yllätyksiä? 
• Odotatteko että uusien käyttöön otettavien kanavien kanssa tulee samoja haasteita? Tuleeko 
jotain muita, uusia haasteita? Tuleeko peräti jotain esteitä? 
• Oletteko saaneet koulutusta sosiaaliseen mediaan? Millaista? Miten sen koitte, oliko se 
riittävää? Millaista koulutusta tai perehdytystä odotatte jatkossa? 
 
3.SIDOSRYHMÄT JA YHTEISÖLLISYYS 
 
SIDOSRYHMÄT 
• Mitkä ovat sidosryhmänne? Millaisia nämä ovat? Miten kuvailisit näitä? 
• Mitkä ryhmät näistä haluatte tavoittaa ja miksi? 
• Miten mielestäsi tavoitatte nämä sidosryhmät parhaiten? (Kanavat, sisältö, esitystyyli....) 
 
YHTEISÖLLISYYS. Yhteisöllisyydellä on monta määritelmää, mutta sen voisi ehkä sanoa olevan 
esimerkiksi osallisuutta ja osallistumista. 
 
• Mitä sinun mielestäsi on yhteisöllisyys? Ja mistä se muodostuu tai miten se muodostuu? 
• Millaista yhteisöllisyys on teillä tällä hetkellä ja miten se näkyy? Yleisesti ja sosiaalisen median 
kautta ajateltuna? 
• Millaista haluaisitte yhteisöllisyyden olevan? 
• Luin Eeva Päivärinnan 11.11.2015 esitysmateriaalista, että teillä on käytössä 
RATKAISUKESKEINEN TOIMINTAMALLI.  Miten tämä pitäisi ottaa huomioon 
yhteisöllisyyden luomisessa ja ylläpitämisessä? Tai sosiaalisessa median käytössä? 
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JATKO 
Onko muita henkiköitä, keitä minun olisi hyvä haastatella näistä aihealueista tai osasta näitä aihealueita 
tai teemoja? 
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      Appendix 2 
 
Interview themes 
Interview 24.8.2017 
 
Interviewer:  Annu Rantanen 
Interviewee:  Matleena Laakso, 
Expert in teaching and learning, specialized in ICT in education and professional 
development, Freelance trainer 
 
Theme 1:   
 
 
 
 
 
 
Theme 2: 
 
Theme 3: 
The sense of community 
How to create the sense of community with social media tools. 
